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Chiara Aliotta is an Italian award-winning designer with years of experience as a graphic
designer, art director, and brand consultant. Her work is creative, emotionally engaging, and
detail-obsessed (Fronteers, 2020). Chiara is known for being extremely good at visualizing
concepts and communicating them. She grew up in a family of artists in Sicily, has played the
clarinet since the age of nine, and as a youth took part in singing competitions to be the next
Alanis Morrisette (BUS401: Advice).
Aliotta originally intended to become a package designer because it is “a combination of
what's beautiful and what's functional and comes together in one product (Podnar).” She earned
two degrees at the Polytechnic University of Milan: Bachelor’s in industrial design; Master’s in
communication design. While studying in Milan, Aliotta worked at design agencies to cover
living expenses. Even though this was challenging at times, she was able to put her work
experiences into practice while at university. This gave her invaluable opportunities to learn the
secrets of a design career ahead of her classmates (Podnar).
Aliotta feels her job as a designer doesn’t differ much from when she was creating nice
stories to entertain her brother and his friends. Her customers may be surprised to know that she
uses exactly the same formula to create entertaining solutions for them. She believes that
storytelling can add to the user's experience by adding another level of interaction, one worthy of

exploration. One of the greatest influences for her was the discovery that every great Italian
designer is a great storyteller because the concept of storytelling is part of the Mediterranean
countries. Aliotta spent a lot of time as a child with her grandma who barely knew how to write
or read but was a great storyteller (Podnar).
When Aliotta explains an idea to a client, she always anchors it to some kind of inspiring
story with a metaphor that becomes very easy to understand and to comprehend. To her, brands
need to create stories, ones which are related to the values or real facts that refer back to the
brand. Most importantly, brand stories must have an emotional level. A designer needs to ask the
following question, “Does it resonate with me, is it telling me something and what's in it for
me?” When the brand hits an emotional level of the audience, this is when the brand becomes
public and extremely sharable (Podnar).
For example, Aliotta has designed a four-stage process for creating a website based on
the concept of storytelling. No matter the product, method, or ultimate goal the client wishes, the
storytelling method always contains four specific components: characters; plot; action; emotion
(Figure 1), (Aliotta, 2018).
Figure 1. Website
Storytelling Cycle using the
story of King Arthur as an
example. The most
challenging part of a
successful website is to
relate the users to specific
elements by generating an
interesting storytelling flow
that grabs the user’s
attention and invites them to
discover more of the site’s
story. (Source: Aliotta,
2018)
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Let’s start with the first component, the characters. The company, organization, or
product, play an important role in the story and are more than likely the protagonists. Playing
such a central role means the personalities need to be well developed in order to work as part of
the narration. A company’s brand needs to feel alive while keeping in mind its mission and
goals. A product needs to show relatable qualities as well as its function. A cited testimonial
needs to look credible, showing real facts and authentic experience (Figure 2) (Aliotta, 2018).
Figure 2. The Characters
Storytelling Stage: In
addition to the brandCamelot, productExcalibur, or testimonialKing Arthur being a
character in the website’s
story, the user also has an
important role as well.
Unlike a passive watcher of
the story as with a book, the
user actively influences the
story itself by interacting
with buttons, links, video,
and anything else provided
to further the narrative.
This is why it’s absolutely
essential the designers
know the users well before
planning the story.
(Source: Aliotta, 2018)
In a story the plot dictates the order in which the main events progress. Unfortunately, the
web cannot have a linear plot like a book. This may seem to be a problem, but in reality, this is
the beauty of creating storytelling on the web, the unpredictability. All plots have a beginning,
middle, and end. The home page is like the beginning of a story. This is where the user is
presented with the setting, introduced to the characters, and where the other important factors are
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established. For this reason alone, designers take a lot of care in developing beautiful home
pages. While this approach isn’t wrong, it is incomplete. In fact, the user may also land on the
home page through other links. For this reason, one needs to ensure all pages are able to project
the right perspective to the visitors, even if they suddenly appear through the ‘service door.’ The
middle of the plot is all about developing the unexpected and keeping the ‘wait and see’ moment
going through the entire site. Through interaction, admirable architecture, and curated content,
the designer needs to be able to reveal the story, so the user wants to know more, page after page
(Figure 3), (Aliotta, 2018).
Figure 3. The Plot
Storytelling Stage: Aliotta
believes the story must
follow specific rules. If the
client is not able to connect
the parts of their website in
a cohesive manner, it's very
unlikely they are going to
create something that
people can easily follow.
When a story is very simple
to remember it really feels
genuine and is asking
people to get involved with
it. This is when the client’s
story becomes fused with
the story of the users.
(Source: Aliotta, 2018)

The grand finale of the plot is, of course, the end. When Chiara was a child, she loved
Aesop’s tales because they always taught her something she could use in real life. All stories
have takeaways, so must a client’s story on the web. It may be something physical, like an e-
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book or video to watch, or something immaterial, like an emotion or new knowledge. Just make
sure that no matter how the story ends, the user will enjoy coming back or sharing the experience
with others (Aliotta, 2018).
When the designer looks to create the plot, they need to think in a more general way.
They know they cannot control the user's navigation, but the designer can address their actions
by assisting them during the navigation of the website. One of the strengths of the web is it gives
the designer the chance to interact with the user on different levels. The visual level is the way
the information is presented. The colors, text, and imagery are combined to stimulate a specific
action or mood. The contrast between the text and background improves legibility. Lastly, of
vital importance is the way the designer balances content with whitespace, the hierarchy of the
information revealed, as these all contribute to the way the story directs the visitors on a visual
level (Figure 4), (Aliotta, 2018).
Figure 4. The Action
Storytelling Stage: As with
a novel, one thing that
compels the reader to
continue with the story, the
action, also compels a user
to continue exploring a
website. How the designer
uses visual elements as well
as content organization are
two key decisions when
developing the action of a
website.
(Source: Aliotta, 2018)
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The other part of the action is the content level. Since the web creates a non-linear flow,
the way a designer introduces the content to the visitors plays an extremely important role in the
way the user will react, and in the actions they will take. This is the level where tone of the
writing, the headings, the paragraphs, and the images need to all be connected. Aliotta believes
the written words count, not only in the reading of articles and headlines, but also in the
navigation, in button labels, and even on the hidden error page (Aliotta, 2018).
The final stage of Aliotta’s storytelling process concerns the emotion a website generates.
When seeking out this level, Aliotta mentions the “Angel Cocktail” that speaker David JP
Phillips introduced in his TED talk, ‘The Magical Science of Storytelling.’ In this TED talk
Phillips tries to stimulate the brains of his audience to produce three important hormones:
Dopamine; Oxytocin; Endorphins. He focuses on these three because emotions happen on a
mental level and they induce the users to be more focused, creative, mindful, motivated, and
engaged. In order to stimulate the brain to produce these hormones the designer needs a good
story. The content and the visual level mean nothing if they are not able to entice the user to want
to know, “What happens next?” This can be achieved by using different elements on the web
such as images and videos to evoke memories and feelings that users relate to. Authentic
testimonials also are utilized to assist the users in feeling empathy and to help project them into
the story. Focusing on the benefits, experience, and emotions that features of the product can
generate, rather than the features themselves generates feelings users relates to. (Figure 5),
Aliotta, 2018).
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Figure 5. The Emotion
Storytelling Stage:
Emotions play an integral
part in engaging a reader.
If the story doesn’t grab the
attention of the reader at an
emotional level, then there
is no real incentive for them
to continue. With websites,
different methods must be
used as the story being told
is a different one. One
technique is using
testimonials from actual
users of the product or
service, such as on a
dedicated webpage or even
on the homepage. This
enables users to envision
themselves using the
products to get the same
feelings.
(Source: Aliotta, 2018)
Along with believing branding and storytelling are an essential pairing, Aliotta also
believes in a strict collaboration with the client through the use of Aristotle's three-act structure:
beginning, middle, and end, similar to the web storytelling process. Right from the start she
introduces her customers to the setting or scene, identifying the main protagonists, the issues,
and the conflicts within any given context. After this brief but accurate analysis of the client’s
situation, she moves into the second act, developing the plot together with the client, working
with them to overcome any conflicts and find authentic solutions. Once these are accomplished
both she and the client analyze all the elements, how they act and interact, then build a unique
relationship between them. Finally, the last part is the resolution. The essential need to pull all
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the elements together, making sure all problems are solved and questions are answered (My
Creative Wall, 2016).
Lastly, Aliotta feels that brands are getting more involved in the real world we live in.
The stories brands tell are becoming more real and tangible as businesses get more involved in
trends such as global warming, gender equality, wealth, inequality, and sustainability. Businesses
are trying not only to be meaningful for individuals, but they are trying to be meaningful for
whole communities, and thus be more impactful. Brands are beginning to understand that they
have real power and that their message is strong enough to dictate real change (UXPin, 2020).

The Beginning of Until Sunday
In 2012, Aliotta founded her design firm, Until Sunday, named so because Sunday is the day one
spends time doing the things you like the most, alone or with loved ones. Aliotta enjoys her work
so much that every workday is Sunday. It is a multidisciplinary, collaborative design firm
focused on branding and visual communication of which Aliotta is art director and sole designer.
Her work is creative, emotionally engaging, and detail obsessed as she approaches everything
with curiosity. Aliotta embraces each new project as a challenge by stepping out of her comfort
zone with confidence. She is very passionate about typography, colors, and good design and has
written articles about those passions. (Aliotta) "Designers have a very unique power, and as
Uncle Ben tells us in the original Spiderman movie, “with great power comes great
responsibility.” Using our magic of design knowledge, we can control or limit users’ actions and
behavior, both on a physical and on an emotional level (Fronteers, 2020).”
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One great way to understand how a designer approaches their work is by viewing
samples of their actual work. Aliotta has written articles and has stated in interviews how
important branding is to a business. The following are examples from Until Sunday’s website.
The first brand is Momad, an Athens-based maker of fine, handmade jewelry. For this
client Aliotta researched Greek symbolism and ancient Greek jewelry design, coming up with a
very unique and original symbol (Figure 6), created from the letters that compose the brand’s
name. This symbol is an anthropomorphic shape (Figure 7), with a head, shoulders, arms, pelvis,
and a focal point made from the letter "o.” Aliotta called this special spot the "belly", because it
not only represents the act of creation that inspired Momad’s owner, Irini Kolokitha, to begin her
new career, but also the gestation period of an idea and the natural energy that guides any form
of artistic expression. (Aliotta, Until Sunday).

Figure 6. Momad logo
with name (Source:
Aliotta, Until Sunday)
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Figure 7. The logo
design represents the
female form with the
inverted triangle as
the head and the
capital “M” for the
collarbone, chest
shoulders and arms,
the letter “o” with a
dot in the center as the
belly and finally the
inverted capital “A”
as the pelvic area. It
is designed in such a
way that it can be
reproduced as a piece
of jewelry as well.
(Source: Aliotta, Until
Sunday)
Figure 7a. The logo
used as part of the
jewelry design.
(Source: Aliotta, Until
Sunday)
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Figure 8. Momad jewelry
tag. Aliotta found
designing the tags as the
most difficult part of the
project as they needed to
be used for the majority
of the jewelry pieces.
Based on origami, Aliotta
created tags that were
easy to assemble and
could adjust to fit the
various pieces. (Source:
Aliotta, Until Sunday)

Figure 9. Momad jewelry
card (Source: Aliotta,
Until Sunday)
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The next client is the Virya Group, a company which has a fearless and proactive
approach to exploring emerging trends and technologies, who wants to be a one-stop-shop for
their clients (Figures 10 -11). There are five pillars or business segments that make up the Group:
Virya CMS, Virya Hosting, Virya Consulting, Virya Marketing, and Virya Training (Figure 1213) (Aliotta, Until Sunday).
Figure 10. Virya Group
logo adapted and refined
from the original Virya
Technologies which Virya
Group expanded into.
(Source: Aliotta, Until
Sunday)

Figure 11. Wanting to
preserve the values of the
CEO’s former company,
Virya Technologies, the
brandmark was carried
over to this new venture
with a little refinement.
Balancing the shapes, the
white space. and
simplifying the lines of
the brandmark, Aliotta
also standardized the
main color palette and
the typeface for the new
name that was going to
go next to the symbol.
(Source: Aliotta, Until
Sunday)
Chiara Aliotta - Mary Ann Ganoung-Williams

12

Figure 12. Virya
developed a whole slate
of new offerings, or
pillars, in order to truly
become a one-stop-shop
for their clients. Each
pillar was defined with a
unique color and symbol
which are represented by
an icon in a diamond
shape to reflect the
complex curves of Virya’s
brandmark. (Source:
Aliotta, Until Sunday)

Figure 13. To better show
and explain how those
pillars work in synergy,
Aliotta created an
infographic, called “the
pyramid”, largely used
internally as a guide for
all of Virya Group’s
communication materials.
(Source: Aliotta, Until
Sunday)ç
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Trivia Obscura is a new strategy game designed to share dark knowledge with the world
in a celebration of the weird, wonderful, and darker aspects of our society. Aliotta was tasked to
create a strong and powerful logotype, taking inspiration from the creator's original sketch when
starting her own creative process (Figure 14-17), (Aliotta, Until Sunday).
Figure 14. The logo came
from the connection of the
letter “T” with the letter
“O” and was used as the
basis for the graphics on
the various game
components. The logotype
uses uniquely designed
letters with geometric
ornamentation to give the
sense of intricacy that the
game’s knowledge
requires, (Source: Aliotta,
Until Sunday)

Figure 15. Trivia
Obscura category icons
represent the eight houses
in the game: History;
Lifestyle; Science;
Death; Occult; Music;
Arts, and Blood. Aliotta
started by exploring the
hidden meaning behind
each house, opting to
design around each
house’s initial, using rich
details to retain the
symbolism without
preventing anyone from
recognizing the letters.
(Source: Aliotta, Until
Sunday)
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Figure 16. Along with
individual house icons,
Aliotta designed a
reference booklet
explaining the houses and
each trivia topic under
that particular house.
(Source: Aliotta, Until
Sunday)

Figure 17. Trivia
Obscura has lots of
components (the box, the
cards, the board game,
the rule booklet, etc.) and
Aliotta wanted to make
sure everything could be
branded with the same
framing, white space,
geometric ornamentation,
and attention to detail
without her design
overpowering any of
those components.
(Source: Aliotta, Until
Sunday)
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The next client is Brickson, a Dutch digital agency, who came to Aliotta with a company
mission, vision, and values that were already in place, internally discussed, and agreed upon.
Aliotta found it a great privilege to work with a client with such a high level of brand awareness.
Although the company was newly founded, they wished to explore an “old” and “established”
look, that would exude reliability and experience. Aliotta felt that only a bold, authentic, and
eye-catching brandmark could represent all these qualities at once (Figures 18-20), (Aliotta,
Until Sunday).
Figure 18. The Brickson
logo is a bold, authentic,
and eye-catching
brandmark which
represents their entire
aspirations and values.
Brickson is a new Dutch
digital agency
based in Den Bosch and
Amsterdam.
Founded in 2016, the
agency boasts
a distinct vision and
pragmatic approach.
(Source: Aliotta, Until
Sunday)
Figure 19. Continuing the
theme of “old” and
“established” for this
new company, Aliotta
took the idea of a rubber
stamp that could be used
to give their identity an
actual craftsman’s look
and feel. It harkens back
to a time when letters
were sealed with wax
stamps. (Source: Aliotta,
Until Sunday)
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Figure 20. For Brickson,
Aliotta created four
different “stamps” in
different colors that
identify the company’s
main focus areas.
When applied to
communication materials
and documents, each
stamp signifies the
strategies and modus
operandi of the company.
(Source: Aliotta, Until
Sunday)
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Until Sunday’s Collateral Design Work
Aliotta not only focuses just on branding projects but designs other projects as well. She has had
several clients who seek her assistance with print design. The following is a packaging project
for a specific item, a decorative tin of Danish specialty cookies. Daelmans produces a wide range
of traditional Dutch delicacies. They came to Aliotta to ask her to turn the tin into something
irresistible to match their yummy mini-stroopwafels inside. She had lots of freedom in designing
the packaging, with the exception that she must use the aluminum tin with the Daelmans
embossed logo (Figure 21). Using the Daelmans' brand manual and assets, the company asked
Aliotta to design a personalized sleeve around the tin and a promotional flyer inside it to make it
more of a logical gift purchase from a trip to Denmark, or as a souvenir from Denmark. (Figures
22-23), (Aliotta, Until Sunday).

Figure 21. Daelmans
promotional tin with the
printed paper sleeve to
give a visual flavor of
Denmark designed by
Aliotta yet aligned with
the company’s
established brand
guidelines. (Source:
Aliotta, Until Sunday)
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Figure 22. Showing the
contents on the inside of
the tin which includes
individually wrapped
mini-stroopwafels and a
leaflet featuring Aliotta’s
typographic statement,
“Enjoy a Dutch Classic”
and her illustration of a
typical Dutch scene.
(Source: Aliotta, Until
Sunday)

Figure 23. Aliotta wanted
the feel of a handwritten
typeface for the tagline.
With limited space on the
leaflet, she nestled “enjoy
a” between Dutch
Classic” in an artful way
to keep its readability
intact. (Source: Aliotta,
Until Sunday)
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Boutique Creativa is a multidisciplinary studio based in Milan where Aliotta formerly
worked as a junior art director earlier in her career. In 2011, Boutique Creative hired Aliotta to
design a promotional gift for Christmas to send out to their clients. She came up with a working
board game named 9 Questions that would ultimately answer a client’s most common question:
“Which is the right creative agency for my new project (Figures 24-26)?” The game was printed
in four Pantone colors, containing nine cards, nine pawns, and two dice. Each square tells an
interesting story or historic fact about graphic design (Aliotta, Until Sunday).

Figure 24. Aliotta based
the “9 Questions” board
game on the popular
game, “Monopoly.”
Because each square held
an historic fact, the
graphic elements give the
project a bygone era feel
to it using elaborate
framing
with scrolls and
decorative
patterning. (Source:
Aliotta, Until Sunday)
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Figure 25. Aliotta
“dressed” the number
nine with two mirrored
question marks to look
like a Jester turning it
into the 9 Questions
logotype. Here the folded
gameboard uses a
patterned geometric
background and
a printed sleeve to make
the game look traditional;
even the use of the central
seal is old fashioned.
The instructions are
printed in the framed box
at the bottom. (Source:
Aliotta, Until Sunday)

Figure 26. The game
components are cards
featuring a typographic
pattern of letters and
numerals that create a
background texture. The
tokens are printed, cutout,
and assembled by the
players. (Source: Aliotta,
Until Sunday)
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For another design piece, a couple came to Aliotta to design an unforgettable wedding
invitation (Figures 27-30). The bride was from Sicily and the groom from Holland and Aliotta
wanted to incorporate their backgrounds into the invitation. As the couple was looking forward
to that day so much, Aliotta thought the perfect design would be a sort of calendar. The
invitation was printed in two colors (red as a symbol of Sicily and orange as the national color of
The Netherlands) and was printed on Vintage paper by Arjo Wiggins. For the occasion, she also
redesigned Sicily’s logotype, giving it a Dutch twist (Aliotta, Until Sunday).
Figure 27. The design
combines both traditional
as well as contemporary
elements. This reflects the
modern couple being
married in an old Sicilian
castle. The concentric
circles making up the
borders reflects the top
view of the amphitheater
in Heraclea Minoa on the
southern coast of Sicily or
the Sicilian secular olive
tree rings. (Source:
Aliotta, Until Sunday)
Figure 28. Aliotta
designed a customized
Sicilian logotype with
modified wheat stalks.
(Source: Aliotta, Until
Sunday), Source:
Wikipedia)
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Figure 29. Closeup of the
working calendar design
on the front of the
invitation. (Source:
Aliotta, Until Sunday)

Figure 30. The invitation
design was featured in
different design books
and magazines for the
great use of the paper, the
original idea, and the
simple color combination.
Aliotta has since received
many requests asking her
to recreate/adapt this
invitation for other
weddings, however she
will not repeat this exact
design again. (Source:
Aliotta, Until Sunday)
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Website Design
Aliotta works with companies and user groups assisting them in developing a web presence. J
and Beyond is an international Joomla! conference where more than 300 Joomlers gather from
all around the world. Since 2009, Until Sunday has been designing all of the conference’s
communication materials to reflect the yearly chosen theme. 2017’s theme, “Fight the Dragon”
came from a famous polish legend, The Dragon of Wawel Hill (Figures 31-32). The design was
inspired by the futuristic interface of sci-fi video games and movies. For the website and all the
event collateral material, Aliotta designed weapons, cards to play with, and even a map that
indicated where the “battle” would take place. Other materials included event banners, programs,
and a t-shirt for all the attendees (Aliotta, Until Sunday).

Figure 31. One of the fun
features Aliotta designed
into the homepage was
animating the dragon
eyes. They would open
and close at five second
intervals.
(Source: Aliotta, Until
Sunday)
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Figure 32. The
Conference components
showcasing Aliotta’s
signature monoweight,
decorative linework.
(Source: Aliotta, Until
Sunday)

The 2016 conference was located in the beautiful and colorful city of Barcelona and was
inspired by the architecture of Antoni Gaudi. The seamless graphic patterns that decorated all the
graphic materials were freely inspired by the organic shapes and the plastic forms of his
masterful mosaics, creating a melting-pot of shapes and symbols (Figure 33). Finally, Casa
Milà's chimneys took on a human shape as another playful graphic element (Figure 34), (Aliotta,
Until Sunday).
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Figure 33. Taking
inspiration for the colors
from Gaudi’s mosaics
seen throughout
Barcelona, Aliotta ties
together the sights of the
city beautifully with this
conference’s website and
graphic materials.
(Source: Aliotta, Until
Sunday; Ghukasyan,
2019)
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Figure 34. Some of the
most distinctive of
Gaudi’s architectural
elements in Barcelona are
the medieval knightshaped chimneys on the
roof of the Casa Milà.
Aliotta took inspiration
from these knights and
designed fun, colorful
characters for her design.
Source: Aliotta, Until
Sunday; Casa Milà,
2021)

Joomla! Brand Manager Role
Joomla! is an award-winning content management system (CMS), which enables a user to build
websites and online applications. The main feature is the fact that it is an open-source service
freely available to everyone. The project is run by thousands of volunteers around the world
known as Joomlers. Aliotta was the former brand manager for Joomla! working from January
2014 until December 2016. She saw the need to build a unified, meaningful identity for the
Joomla! Project and its software. During her time with Joomla! she created a new brand manual,
a tradeshow booth design as well as collateral material (Figure 35-36) (Aliotta, Until Sunday).
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Figure 35. The name
Joomla! is phonetic
spelling of a Swahili word
that means “all together”
or “as a whole.” Aliotta’s
brandmark design
represents a community
coming together as one,
made up of four Js
rotated and linked
together, representing
four people holding
hands. (Source: Aliotta,
2017)

Brand Guidelines
April 2017

Figure 36. An integral
part of the brand manual
gives clear visual
examples on correct
usage the brandmark.
(Source: Aliotta, 2017)
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Until Sunday’s Website Design Process
In 2013 Aliotta was asked to design the Joomlashack website, one of the oldest clubs in the
Joomla! Community bringing high quality web templates and extensions to the industry and
improving the quality of Joomla! websites. Before she started the design process it was important
for her to understand Joomlashack’s business objectives and limits. Working with the
Joomlashack team, Aliotta created a map of priorities and goals, collected some values, and
defined a specific user group. Once she had the data needed, the design process began.
Ultimately, the final design came from a sentence, “The best templates and extensions in the
Joomlasphere.” Aliotta really fell in love with the word “Joomlasphere”. Thought “You could
create a world out of this word!” (Figures 37-42, (Aliotta, 2016)
Figure 37. As with most design
projects, the first step is
brainstorming, making quick
sketches to get ideas down on
paper. These are not detailed,
precise drawings, but just letting
the ideas that come to mind flow
from thought to paper. Even
established designers such as
Aliotta use this vital first step
when starting any project as she
did when working on the
Joomlashack website.
She found it extremely fun
imagining how the world around
the “Shack” could be, designing
a marvelous place, surrounded
by green mountains and rivers,
and at the top of it, there is the
Joomlashack’s shack. Around
this imaginary world, there are
some flying objects, the
Joomlashack products, floating
in the air with their colorful
balloons.
(Source: Aliotta, 2016)
Chiara Aliotta - Mary Ann Ganoung-Williams
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Figure 38. In terms of the
color scheme for the site,
Aliotta decided to get rid
of the black from the old
website and keep the
green as the unique and
official corporate color.
The overall colors are
bright, vivid, and confer a
joyful look to the entire
website. To keep the fly
high spirit of the website,
Aliotta decided on a
combination of
fonts: Wellfleet, by
Riccardo De Franceschi,
for headings and titles,
and Lato, designed by
Łukasz Dziedzic, used
mostly for all the text on
the site that requires high
legibility and clarity. The
Wellfleet font seems
personal and handwritten
and gives an informal
sensibility to the design,
while the Lato font is
contemporary, clean,
sleek, and informational.
(Source: Aliotta, 2016)
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Figure 39. As the user
scrolls down the
homepage, the landscape
changes and centers
around the latest released
products. Scrolling the
left and right sliders, the
user will discover what’s
hot right now at the
Shack. (Source: Aliotta,
2016)

Figure 40. Aliotta
designed the site with the
user in mind. Small
details and objects will
guide you through a
pleasant journey. The
products page introduces
the wide range of
categories. If the user is
not sure what they need,
a big compass will show
the best-sellers: a Great
Value Developer Club,
Joomla! Professional
Templates, Practical
Joomla! Extensions, or
Joomlashack University.
(Source: Aliotta, 2016)
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Figure 41. If the user gets
lost, they can use the
breadcrumbs to retrace
their steps,
unless Antonio, the
aviator, finds them first.
He will bring them back
to a safe place where they
can start a new search!
(Source: Aliotta, 2016)

Figure 42. Another fun
area is the Joomlashack
University where Aliotta
has illustrated some cool
people living at the Shack
who will assist you in
looking for the
appropriate level class to
join.
(Source: Aliotta, 2016)
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Until Sunday's Humanitarian Efforts
Due to the COVID pandemic, Greece went into an extended lockdown in March 2020. During
this time, Aliotta began a collaboration, as the brand consultant, with the nonprofit organization,
ActionAid Hellas (AAH). ActionAid is an international nonprofit organization whose
humanitarian work spans the globe and AAH is the Greek version of this organization. Active for
over 20 years, AAH is one of the oldest local branches. Although it is part of the joint mission of
ActionAid, AAH has recognised the need for national focus, as Greece can be defined as a
country in need.
Aliotta decided that a new brand architecture and effective means of communication were
needed to promote and support AAH’s activities in Greece. Due to a second lockdown in
November 2020 she had to set up remote meetings (Figure 43) in lieu of the planned in-person
meetings at AAH’s Athens headquarters (Aliotta, 2020).
Figure 43. AAH group
remote meeting
(Source: Aliotta, 2020)
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A 2-day remote workshop was conducted with different departments in the organization.
During the workshop the group discussed the different strengths and weaknesses of AAH as well
as identified and agreed upon a more structured and focused brand architecture (Figure 44),
(Aliotta, 2020).
Figure 44. As the meeting
progressed, it became
clear the group had to
find a way exchange old
challenges for new goals.
For many years, AAH
faced crucial
challenges in
communicating its brand
effectively.
(Source: Aliotta, 2020)

Aliotta realized the need for a new identity, one that could unify the different aspects of
the AAH brand into one distinctive voice that would speak to a broader Greek audience. Up to
this point, AAH was not presenting a consistent face to its supporters and stakeholders. Both
internal and external collaborators were responsible for creating their own marketing campaigns.
Due to this, the overall message was inefficient, with frustrating and costly results. Everyone in
Greece knows AAH for its Third World sponsorship program, but most did not recognize the
holistic approach of the organization, on a national basis as well (Figure 45), (Aliotta, 2020).
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Figure 45. During the
workshops with the
participants, Aliotta
challenged board
members and different
teams with her favorite
exercise, the Onliness
Statement made famous
by Marty Neumeier, a
popular tool in her
analysis kit. She finds it
both delightful and
amusing how such a
simple exercise can
bring so much clarity to
a brand. (Source:
Aliotta, 2020)

The following new brand identity goals were set:
1. Speak with one distinctive voice; cut through the clutter to produce a vibrant,
bold, and unique brand message
2. Build consistency based on meaning. All elements of the new brand identity
should follow a framework of sense and logic
3. Find the essence of the organization
4. Create a high-level message that overcomes internal differentiation
5. Eliminate distracting references and focus on impact (Aliotta, 2020)
The committee was also challenged to figure out what AAH’s highest value would be.
Words such as dream, act, understand, and passion came up, but the committee ultimately
decided that the word change was the most crucial value to focus on (Aliotta, 2020).
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AAH ‘contained the change’ by creating a framework defined by four core values. These
values are strictly related to AAH’s activities, mission, and beliefs (Figure 46):
1. Change is Dynamic:
a. Takes place on many levels
b. Inspires different activities
c. Represents different voices
d. Grows into the future
2. Change is deep, which means it:
a. Touches real lives
b. Influences thoughts
c. Overcomes opinion with facts
3. Change is memorable, which means it:
a. Heals wounds
b. Forges memories (before and after are comparable)
c. Gives power
d. Transforms forever
4. Change is harmonic, which in practice means it:
a. Happens together
b. Connects people
c. Adjusts to people’s strength
d. Follows a methodology
e. Happens slowly but consistently (Aliotta, 2020)
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Figure 46. Aliottta
knew that standing
alone, the word
‘change’ is open to
many different
interpretations and
directions. So, for
AAH, the group,
‘contained the
change,’ by creating a
framework defined by
four core values.
These values are
strictly related to
AAH’s activities,
mission, and beliefs.
(Source: Aliotta, 2020)

All of this translates into the new tagline, λια έναν κόσμο δίκαιο, “For a Just World,” that
took on a more contemporary and holistic meaning (Figure 47).

Figure 47. AAH Logo
and Greek tagline
“For a Just World”
(Source: Aliotta, 2020)
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The committee wondered what would compel a person to volunteer, donate, or be a
stakeholder in AAH. They discovered that their current campaign was so generic, that there was
no differentiation between other similar campaigns and theirs. It was evident that their current
communication failed to encapsulate any of the four values of change agreed upon. The
challenge now was how to stand out. The value “change” could not be defined only by the logo,
the red color, and the images, nor even by the font. What was needed was something more
visually compelling that could represent the values of AAH (Aliotta, 2020).
Aliotta introduced a new graphic element into the existing identity, the Sidelight, around
which visual elements could create more dynamic, memorable, and powerful synergy. The
Sidelight symbolizes the transformation from a rectangle to a parallelogram and is used on all
AAH promotional materials. (Figure 48), (Aliotta, 2020).
Figure 48. The chosen
Sidelight is a very
distinct and ownable
asset of AAH’s
identity. It represents
the ability of the
organization to be an
enabler of change, a
passage that connects
two different worlds; a
window that is open to
possibilities. It
represents a journey
towards
transformation, and
the capability of seeing
problems in
perspective. Finally, it
is a link between now
and what the future
can be. (Source:
Aliotta, 2020)
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Along with chosen colors, both existing as well as new, and a selected digital friendly
typeface free from Google Webfonts, Aliotta created a simple visual chart to restrain the overall
use of colors across a single piece of communication (Figure 49) (Aliotta, 2020).
Figure 49. Aliotta
created this minibrand identity
chart to let all at
AAH know which
colors, typefaces,
layouts to use for
communications to
have consistency
throughout the
organization.
(Source: Aliotta,
2020)
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Co-Owner of The Pattern Tales

The Pattern Tales is an artistic project and lifestyle brand founded in 2016 by Aliotta and her
artist husband Spiros Baras. The project began out of a wish to keep the feelings alive that a
story can create, even after the book finds its place back on the shelf. All their works are based
on or inspired by different books. By creating their artwork, Aliotta and Spiros discovered a new
way to experience books and stories they love. (About Us, The Pattern Tales). In addition to fine
art prints, the patterns adorn home decor, notebooks, and other accessories.
For each selected book, a series of patterns are created using the main characters and
elements from the story as the key visual elements. Another unifying theme for each series is the
use of the same color palette, making each individual print complimentary with others in the
same series (About Us, The Pattern Tales).
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Figure 50. One book
Aliotta and Spiros
selected is the classic,
“Alice in Wonderland.”
For The Cheshire Cat
design, the cat’s iconic
large grin is central to the
design, in a unique, but
coordinating blue color.
The repeating leaves
represent Alice first
finding the cat up a tree.
Another iconic character
selected was the mad
hatter at the tea party.
His main color is the
same blue as the Cheshire
Cat’s smile and his
swirling eyes,
representing his madness,
is the same muted red as
the red surrounding the
cat’s hearts. Other
pattern elements are
elaborate teapots and
decorative teacups.
(Source: About Us, The
Pattern Tales)
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Moving Forward in Design
During an interview with UXPin, Aliotta was asked what she sees as the newest design
trend. She hoped that the eighties aesthetic would be coming back because she is a millennial, so
that trend would be moving to where her forte would be. Aliotta sees studios such as Netflix and
shows such as Stranger Things, being inspired by the eighties and they brought her back to her
childhood. Aliotta thinks if brands want to engage more with millennials, one way to do it is by
bringing back this kind of nostalgia. She can imagine logos being inspired by neon lights or
being pixelated, reminiscent of video games like Donkey Kong or Super Mario (Figure 51),
(UXPin, 2020)

Figure 51. The ‘80s
designers made use
of geometric
patterns,
complementary
color combinations,
and influences of
the digital
revolution just
starting to give their
work a futuristic
feel, wanting to
depict what lay
ahead.
(Source: Peggy,
2021)
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Another trend Aliotta foresees is animated logos. She feels the design world is slowly
moving away from structured logos that are only printed and will always need to be that way,
never changing. Brand experiences actually happen on the screen of many different devices.
Logos can be very interactive and interact with the user in different ways (UXPin, 2020).
Chiara Aliotta is considered an extremely creative, emotionally engaging, and detailobsessed graphic designer, art director, and brand consultant. Known for being extremely good at
visualizing concepts and communicating them, she feels that she has the best job in the world
and will continue to tell stories in her own unique way to help national and international brands
create an engaging interplay with their followers (Fronteers, 2020).
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